
CEBU FINEST started life in November 2008 with the sole purpose of being a
website about the Queen City of the South, and its neighboring municipalities in

Cebu region.  

@CebuFinest /CebuFinestTV

W W W . C E B U F I N E S T . C O M

/CebuFinestPH @CebuFinest

https://www.instagram.com/cebufinest/
https://www.youtube.com/user/CebuFinestTV
https://www.facebook.com/CebuFinestPH
https://twitter.com/CebuFinest


O U R  G O A L S
Cebu Finest aims to promote the beautiful region of Cebu and to let people
know the exciting social happenings and remarkable spots they can possibly
find; from showing our followers, and friends, the crystal clear beaches to
storytelling our great adventures and escapades, taste testing good food and
hand picking good finds, featuring local news and covering current events. 
 
As an established Cebu-based website for social events, entertainment, and
lifestyle, we feature businesses and their products and services to be able to
provide reliable information for the benefit of the Cebuano community and
relevant news for the social good of the whole country, the Philippines.

A B O U T

S O C I A L  M E D I A  A U D I E N C E

B L O G G I N G  A W A R D S

4 , 9 8 8  L I K E S

D A T A  A S  O F  D E C E M B E R  1 ,  2 0 1 8

B E S T  C E B U  E V E N T S  &  E N T E R T A I N M E N T  B L O G  O F  T H E  Y E A R  2 0 1 3

B E S T  C E B U  E V E N T S  &  E N T E R T A I N M E N T  B L O G  O F  T H E  Y E A R  2 0 1 5

2 , 4 5 2  F O L L O W E R S

1 , 1 1 3  F O L L O W E R S

8 0 5  S U B S C R I B E R S  ( W I T H  3 5 0 , 9 8 7  V I E W S )

B E S T  C E B U  B L O G S  A W A R D S

T O P  5  -  B L O G  O F  T H E  Y E A R  2 0 1 6

T O P  2  -  B E S T  E N T E R T A I N M E N T  &  L I F E S T Y L E  B L O G  2 0 1 6

T O P  1  -  B E S T  E N T E R T A I N M E N T  &  L I F E S T Y L E  B L O G  2 0 1 7

P H I L I P P I N E  B L O G G E R S  A W A R D S



P A G E  V I E W  T R A F F I C *

S O C I A L  M E D I A  T R A F F I C * *

S T A T I S T I C S

Average monthly page
view  report for Direct,

Mobile, Organic and
Referral traffic.

* D A T A  F R O M  G O O G L E  A N A L Y T I C S  A S  O F  N O V E M B E R  3 0 ,  2 0 1 8

* * D A T A  F R O M  F O H R . C O  A S  O F  A U G U S T  3 1 ,  2 0 1 8

G O O G L E  ( W E B S I T E )  R E P R E S E N T S  3 9 . 4 %  O F  O U R  O V E R A L L  
F O L L O W I N G  A C R O S S  A L L  S O C I A L  M E D I A  P L A T F O R M S .

F A C E B O O K  R E P R E S E N T S  2 0 . 6 %  O F  O U R  O V E R A L L  F O L L O W I N G  
A C R O S S  A L L  S O C I A L  M E D I A  P L A T F O R M S .

T W I T T E R  R E P R E S E N T S  1 6 . 3 %  O F  O U R  O V E R A L L  F O L L O W I N G  
A C R O S S  A L L  S O C I A L  M E D I A  P L A T F O R M S .

I N S T A G R A M  R E P R E S E N T S  7 . 4 %  O F  O U R  O V E R A L L  F O L L O W I N G  
A C R O S S  A L L  S O C I A L  M E D I A  P L A T F O R M S .

Y O U T U B E  R E P R E S E N T S  5 . 3 %  O F  O U R  O V E R A L L  F O L L O W I N G  
A C R O S S  A L L  S O C I A L  M E D I A  P L A T F O R M S .


